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FOOTBALL KING AT TV BOX OFFICE 

■ Advertisers pay $85 million for 184 pro and college games 

■ Networks, in turn, spend nearly $14 million for telecast rights 

■ Sponsors quick to snatch up most popular sports attractions 


The purists may still refer to baseball 
as the national pasttime, but in the 
accounting offices of radio and televi¬ 
sion, football has moved into the fav¬ 
ored spot. 

A Broadcasting survey shows that 
the networks will broadcast 184 profes¬ 
sional and college football games this 
season and will contribute $13.9 million 
to the National Football League, Amer¬ 
ican Football League, National Collegi¬ 
ate Athletic Association and—for its 
championship game — the Canadian 
Foothall League. In addition the NFL 
and AFL teams which sell their radio 
rights individually will get another 
$837,500. 

Most of the 253 football-playing ma¬ 
jor colleges also have radio coverage 
and they will get an estimated $ 150,000. 

While the rights figure is taking on 
the semblance of a miniature defense 
budget, the income from sponsors, eager 
to pay for messages at timeouts and 
halftimes, estimated at $85 million for 
radio-TV, looks like the national debt. 

The sold-out signs are up on most 
of the network plums and ABC-TV, 
CBS-TV and NBC-TV report no con¬ 
cern over the few segments still open. 

Big Spenders ■ The biggest network 
buys this year again belong to Ford 
through J. Walter Thompson and Philip 
Morris (Marlboro) through Leo Bur¬ 
nett. Each has one-quarter of the full 
NFL schedule on CBS-TV and one- 
quarter of the NFL championship game 
on NBC-TV. 

Another major sponsor is the United 
Motors Division of General Motors 
through Campbell-Ewald, which has 
bought into the pregame and postgame 
shows of ABC Radio’s Notre Dame 
schedule, the Bluebonnet, Gator and 
Cotton Bowls package on CBS-TV and 
NBC-TV’s Pro Bowl, Liberty and Sugar 
Bowls. 

Bristol-Myers through Doherty, Clif¬ 
ford, Shenfield & Steers; Sun Oil through 
William Esty, and Texaco through Ben¬ 
ton and Bowles have also made tri- 
network purchases. 

Petroleum, beer and tobacco sponsors 
again make up the bulk of the advertis¬ 
ers’ roll. 

American Oil, Standard Oil of Cali- 
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fornia, Standard Oil of Ohio, Ballantine, 
Carling, Falstaff, Hamm’s, National, 
Pearl, Wiedemann, Brown & William¬ 
son, General Cigar, Liggett & Myers, 
Lorillard and R. J. Reynolds are con¬ 
tinuing as active sports backers. 

Biggest Price ■ NBC-TV, which has 
been left out in the cold for a regular 
schedule, has already paid the highest 
single price for any event—the $926,- 
000 for the NFL championship game. 

CBS-TV, which is in the second year 
of two-year contracts with the NFL and 
NCAA will be hard pressed to retain 
the contracts when bidding time rolls 
around after Jan. 1. ABC-TV, com¬ 


mitted to the current season and 1964 
on its five-year contract with the AFL 
will stay out of the NFL bidding pic¬ 
ture, leaving NBC-TV and CBS-TV to 
battle it out. 

But when the NCAA opens its sealed 
envelopes all three networks will be in 
there with considerably more than the 
$10.2 million CBS-TV is paying for 
two years. The NCAA games have now 
made the circuit of the networks and 
the lucrative college games brighten up 
an otherwise feature movie-filled Satur¬ 
day for affiliates. 

With NBC’s record price for the 
championship game a public fact, the 


What networks pay for radio-television rights 


ABC Radio 

Notre Dame Football 

$ 150,000 

Sept. 28 

ABC-TV 

American Football League 

1,920,000 

Sept, 8 


Grey Cup Game (Canada) 

75,000 

Nov. 30 


North-South game 

27,500 

Dec. 21 


AFL championship 

(1) 

Dec. 29 (tent) 


Orange Bowl 

205 000 

Jan. 1 


AFL All-Star game 

25,000 

(no date) 

Total 


$2,252,500 


CBS-TV 

Hall of Fame game 




(preseason) 

$ 45.000 

Sept. 8 


NCAA college football 

5.100.000 

Sept. 14 


National Football League 

4,690,000 

Sept. 15 


Bluebonnet Bowl 

20.000 

Dec. 21 


Gator Bowl 

65.000 

Dec. 28 


Cotton Bowl 

70 000 

Jan. 1 


NFL Playoff Bowl 

125,000 

Jan. 5 

Total 


$10,115,000 


MBS 

Army-Navy game 

$35,000 

Nov. 30 

NBC-TV 

Liberty Bowl 

$ 20.000 

Dec. 21 


Blue-Gray game 

40.000 

Dec. 28 


East-West Shrine game 

65.000 

Dec. 28 


NFL championship 

926,300 

Dec. 29 


Sugar Bowl 

65,000 

Jan. I 


Rose Bowl 

125,000 

Jan, 1 


Senior Bowl 

35.000 

Jan. 4 


NFL Pro Bowl 

75,000 

Jan. 12 

Total 


$ 1,351,000 


Network Total 


$13,903,500 



(1) The AFL championship game is part of a package including the AFL 
regular season games. 
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NFL is expected to be looking for a 
contract in the neighborhood of $12 
million, compared to the $9.3 million 
two-year pact with CBS-TV. The 14 
NFL clubs will each get $335,000 this 
year. 

Tie At Start ■ The 40-game AFL 
TV schedule which begins a day ahead 
of the NFL’s, Sept. 14 to Sept. 15, is, 
in fact, being beaten by the senior 
circuit. CBS-TV will telecast the pre- 
season Hall of Fame game from the 
Football Hall of Fame in Canton, Ohio, 
apart from its NFL package. Chris 
Schenkel, Ken Coleman and Johnny 
Lujack will broadcast the game which 
dedicates the hall. 

After that it’s neck and neck with 
both leagues scheduling their champion¬ 
ship games on Dec. 29. This marks the 
first time in the four-year existence of 
the AFL that it has challenged the NFL 
on the latter’s big attraction. 

The AFL championship is part of the 
package which ABC-TV has bought in 
its contract, which this year provides 
$240,000 for each of the eight teams. 

The new New York Jets play the 
Boston Patriots in the AFL opener. 
Two other games will be seen nationally 
and on 13 dates ABC-TV will show 
two or three games on a regional basis. 
On games fed to the Hast Curt Gowdy 
and Paul Christman will be the air 
team; Jack Buck and George Ratterman 
will be the western team and for the 
third games, when shown, Charlie Jones 
will do play-by-play. 

CBS-TV begins its two league sched¬ 
ules back-to-back with the NCAA na¬ 
tional opener Florida-Georgia Tech, 
Sept. 14 and the full slate of NFL 
games on Sept, 15, 

The only three NFL games set for 
national television all feature Green 
Bay, last year’s league champions, as 
one of the participants. They are the 
annual Thanksgiving morning Green 
Bay-Detroit contest and two Saturday 
afternoon games with Los Angeles and 
San Francisco from the West Coast in 
December. 

Nine of the collegiate contests will be 
shown nationally including the Army- 
Navy game Nov, 30, and 15 will be 
shown regionally on five Saturdays, 

Announcing the national and one 
set of regional games will be Lindsey 
Nelson, Terry Brennan and Jim Simp¬ 
son. Red Barber and Johnny Lujack 
will team on another regional and Bill 
Fleming and Frankie Albert will cover 
the remainder. 

The Other Games ■ ABC-TV will 
televise the Grey Cup championship 
game from Vancouver, Canada, Nov. 
30; the North-South game from Miami, 
Dec. 21; the Orange Bowl with regatta 
and parade from Miami, Jan. 1, and the 
AFL All-Star game on a date to be 
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OFFICE continued 

announced. 

CBS-TV has the Bluebonnet Bowl 
from Houston, Dec. 21; the Gator Bowl 
from Jacksonville, Fla., Dec. 28, the 
Cotton Bowl from Dallas, Jan. 1 and 
the NFL Playoff Bowl with the runners- 
up in the league’s eastern and western 
divisions from Miami, Jan. 5. 

NBC-TV which has been able to offer 
advertisers only the extra games has 
the Liberty Bowl from Philadelphia, 
Dec. 21; the Blue-Gray game from 
Mobile, Ala., and the East-West Shrine 
game from San Francisco, Dec. 28; the 
Sugar Bowl from New Orleans and 
Rose Bowl (preceded by parade) from 
Pasadena, Calif., Jan. 1; the Senior 
Bowl from Mobile, Jan. 4 and the NFL 



Pro Bowl from Los Angeles, Jan. 12. 

Packages Galore ■ NBC-TV will pre¬ 
sent NFL Highlights on Saturdays from 
Sept, 21-Dec, 21. The half-hour pro¬ 
gram containing filmed highlights of the 
previous week’s seven NFL games will 
be packaged for the network by Tel Ra 
Productions with Jim Learning as sports- 
caster. Georgia-Pacific Corp. through 
McCann-Erickson and Monroe Auto 
Equipment Co. through Aitkin-Knyett, 
Philadelphia, are sponsors, 

ABC-TV is back with the AFL All- 
Pro Scoreboard following its league 
games. Sponsors are Bristol-Myers 


through Doherty, Clifford, Steers & 
Shenfield; General Mills through Knox- 
Reeves and Skil Corp. through Fuller 
& Smith & Ross. 

On CBS-TV the college games will 
be sandwiched between the 15-mijaute 
Football with Paul Dietzel and Ara 
Parseghian and College Football Score- 
board with Chris Schenkel and Jack 
Whitaker. 

Preceding each of the network’s 17 
NFL telecasts it will have Pro Football 
Kickoff with Kyle Rote. 

Action In Radio ■ ABC Radio will 
again broadcast the 10-game Notre 
Dame schedule on the full network. 
Household Finance through Needham, 
Louis & Brorby will sponsor the net¬ 
work’s half of the game. Pregame and 
postgame shows will be sponsored on 
the network half by United Motors Di¬ 
vision of General Motors through 
Campbell-Ewald. 

MBS will broadcast the Army-Navy 
game, but no sponsors have been signed 
yet. 

CBS Radio will broadcast five-minute 
scores broadcasts with Jack Drees on 
Saturday and Sunday evenings, 

Canadian Picture ■ Canadian Broad¬ 
casting Corp. and CTV Television Net¬ 
work Ltd. will share the CFL games 
this season. 

CBC-TV is broadcasting the Saturday 
games under rights purchased by John 
Bassett of CFTO-TV Toronto for $401,- 
000. CTV purchased its rights for 
$200,000 and CBC and CTV will jointly 
broadcast the Grey Cup game for rights 
purchased for $175,000. 

National League 

Baltimore Colts ■ Weal Baltimore 
will originate exhibition and regular sea¬ 
son games for 27 stations in Pennsyl¬ 
vania, Delaware, South Carolina, North 
Carolina, Maryland and Washington, 
D, C. National Brewing Co. through 
W. B. Doner is sponsoring one-half of 
all games on the radio network The 
remaining half is open for local sponsor¬ 
ship, Wmar-tv Baltimore, which will 
show the Colts road games, also is tele¬ 
vising three exhibition games. Jim 
Mutscheller, former Notre Dame and 
Baltimore end and now a coach for the 
Colts, will do 15-minute pregame shows 
and postgame wrapups for each of the 
NCAA and NFL games on wmar-tv. 
Joe Groghan and Chuck Thompson will 
do the radio coverage with Mr. Thomp¬ 
son and Jim Simpson on TV. 

Chicago Bears ■ The Bears are the 
lone NFL team without a radio net¬ 
work. Their games will be heard only 
on wgn 1 Chicago. Standard Oil of In¬ 
diana, which has had the radio rights 
for 17 years, will sponsor one-half of 
each game for its American Oil divi¬ 
sion, through D’Arcy Advertising. Heil¬ 
man Brewing Company through Mc- 
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These sponsors’ 

millions buy football for radio-TV audience 

Aqua-VeJva (Parkson) 

CBS 

NFL 

Hartford Ins. (M-M) 

CBS 

Gator, Cotton, 

American Gas Association (L&N) 

ABC 

API. 



Bluebonnet Bowls 

American Oil (D’Arcy) 

CBS 

NFL 

Heritage House (Wermen & Schorr) 

CBS 

Hall of Fame game 


NBC 

NFL championship 

Household Finance (NL&B) ABC 

Radio 

Notre Dame games 

Ballantine (Esty) 

CBS 

NFL 

Inst, of Life Ins. (JWT) 



NBC 

NFL championship 

CBS 

NCAA 

Bristol-Myers (DCSS) 

ABC 

AFL scoreboard, 

Liberty Mutual (BBDO) 

ABC 

AFL 


Orange Bowl 




CBS 

Gator, Bluebonnet, 

Liggett & Myers (JWT) 

NBC 

NFL Pro Bowl 


NBC 

Cotton Bowls 

Liberty Bowl 

Lincoln-Mercury (K&E) 

ABC 

AFL 

Brown & Williamson (Bates) 

NBC 

Sugar, Senior Bowls 

P. Lorillard (Grey) 

ABC 

CBS 

AFL 

Gator, Cotton, 

Buick (M-D 

ABC 

Orange Bowl 



Bluebonnet Bowls 

Carling (LF&S) 

CBS 

NFL 

Monroe Auto Equip. (Aitken-Kynett) 

NBC 

NFL Highlights 

NBC 

NFL championship 

National Beer (Doner) 

CBS 

NFL 


Carter Products (SSC&B) 

CBS 

Gator, Cotton, 
Bluebonnet Bowls 


NBC 

NFL championship 


NBC 

NFL Pro Bowl 

Norelco Shavers (C. J. LaRoche) 

CBS 

NCAA 

Chesebrough-Pond's (NC&K) 

ABC 

AFL 

Pearl Brewing (Tracy-Locke) 

ABC 

AFL 

Chrysler (Y&R) 

NBC 

Rose Bowl, Blue- 
Gray game 

Philip Morris (Burnett) 

CBS 

NFL 




NBC 

NFL championship 

Colgate-Palmolive (Bates) 

CBS 

Hall of Fame game 




NBC 

Senior, Sugar Bowls, 

R. J. Reynolds (Esty) 

NBC 

East-West game 



East-West game 

Savings & Loan Foundation (M-E) 

NBC 

East-West game 

Falstaff (DFS) 

CBS 

NBC 

NFL 

NFL championship 

Skil Corp. (FSR) 

ABC 

AFL scoreboard 

Farah Mfg. (White & Shuford) 

NBC 

NFL championship 

Std. Oil Calif. (BBDO) 

CBS 

NFL 

Firestone (Sweeney & James) 

CBS 

NCAA 

Std. Oil Ohio (M-M) 

CBS 

NFL 

Folgers Coffee (FRC&H) 

CBS 

NFL 

Sun Oil (Esty) 

ABC 

AFL 

NBC 

NFL championship 

CBS 

NFL 

Ford (JWT) 

CBS 

NFL 


NBC 

NFL championship 


NBC 

NFL championship 

Texaco (B&B) 

ABC 

Orange Bowl 

General Mills (Knox-Reeves) 

ABC 

AFL scoreboard 


CBS 

NBC 

NCAA games 

Senior Bowl 

General Cigar (Y&R) 

CBS 

NCAA 

Union Carbide (Esty) 

ABC 

AFL 

Georgia Pacific (M E) 

NBC 

Sugar Bowl, 

NFL Highlights 

United Motors Div. GM (C-E) ABC Radio 

CBS 

Pregame, Postgame, 
Bluebonnet, Gator, 

Gillette (Maxon) 

ABC 

AFL 


NBC 

Cotton Bowls 

NBC 

Rose Bowl, Blue- 


NFL Pro Bowl, 


Gray game 



Liberty, Sugar 

Bowls 

Goodyear (Y&R) 

ABC 

AFL 




CBS 

NFL 

Whitehall Labs (Bates) 

NBC 

Liberty Bowl 

Hamm’s (C-M) 


NBC 

NFL championship 

Wiedemann Brewery (DCSS) 

NBC 

NFL championship 


Cann-Erickson will be the co-sponsor. 
A warmup show will be sponsored by 
Fairfield Savings and Loan through 
Charles Elwen Hayes Advertising, and 
Household Finance through Needham, 
Louis & Brorby will sponsor the post¬ 
game scoreboard. Play-by-play on ra¬ 
dio will be handled by Jack Brickhouse 
and the TV coverage over wbbm-tv 
and CBS by Red Grange with George 
Connor doing color. All of the presea¬ 
son games will be shown, three of them 
taped broadcasts. 

Cleveland Browns ■ Were Cleveland 


will feed the Browns games to a 55- 
station network in Ohio, Indiana, Ken¬ 
tucky, West Virginia, Pennsylvania, 
New York and Massachusetts. Spon¬ 
sors on were will be Carling Brewing 
through Lang, Fisher and Stashower; 
Standard Oil of Ohio through McCann. 
Marschalk; Giant Tiger Stores through 
Marcus Advertising and Household 
Finance placed direct. None of the 
sponsors will be on the full network. 
Three preseason and three league games 
will be heard live on wgar Cleveland 
and the network and rebroadcast on 


were. The station switch is an annual 
event occurring when the Cleveland 
Indians baseball games on were con¬ 
flict with coverage of the Browns. Gib 
Shanley and Jim Graner will do radio 
play-by-play and color and Ken Cole¬ 
man and Warren Lahr will be their 
television counterparts on CBS and 
kyw-tv. Blanton Collier, head coach of 
the Browns will be heard on a 15-min¬ 
ute pregame show and will have a five- 
minute show at 5:55 p.m. Monday-Fri- 
day, both on were. 

Dallas Cowboys ■ Klif Highland 
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Tape network for Green Bay exhibition games 


The day of the taped TV football 
game has dawned brighter this sea¬ 
son. While many stations carrying 
pro football are showing the exhibi¬ 
tion games in an edited version— 
elimination of half-time ceremonies 
and reduction in time outs— wbay- 
tv Green Bay, Wis., appears to have 
undertaken the most ambitious proj¬ 
ect for the local Packers. 

A four-station network has been 
lined up to show five taped games 
the day after they’re played. Four of 
the games will be played Saturday 
night and shown Sunday afternoon. 
The fifth game to be played on 
Labor Day will be shown Tuesday 
night. 

Wbay-tv is using a chartered 
plane to insure the tape arrival in 


time for editing, dubbing and send¬ 
ing of the edited version to the other 
stations. A1 Samson and Tony Ca- 
nadeo are doing the play-by-play and 
color on the games. 

The games are shown on wisn-tv 
Milwaukee, wsau-tv Wausau, wisc- 
tv Madison, all Wisconsin, and 
wluc-tv Marquette, Mich. Wluc-tv 
shows the game via microwave feed 
from wbay-tv, and sponsors it local- 

iy- 

On the four Wisconsin stations 
one-quarter of the game is sold to 
Hamm’s Beer through Campbell- 
Mithun. On three of the stations 
Wisconsin Telephone through Cram- 
er-Krasselt has purchased one quar¬ 
ter. The remainder of the games are 
sold locally. 


Park-Dallas originates the 19 Cowboys 
games for an 18-station regional net¬ 
work and feeds locally to kvil-fm 
Highland Park. Regular season games 
will be sponsored on the network by 
Household Finance placed direct (one- 
half) and in several cities by Hamm’s 
Beer through Campbell Mithun. The 
open segments are available for local 
sale. Krld-tv, the Dallas outlet for the 
Cowboys games will present a Satur¬ 
day show highlighting the previous 
Sunday’s game with film clips and in¬ 
terviews. The program will be locally 
sponsored. Rick Weaver will do radio 
play-by-play and on TV Frank Glieber 
and Jim Morse will cover the action and 
color. 

Detroit Lions ■ Wjr Detroit will feed 
Lions games, including four exhibitions, 
to a network of three Michigan stations. 
Marathon Oil through Campbell-Ewald 
and National Brewing Co. through 
W. B. Doner for Altes Beer, will be 
co-sponsors on the games. A pregame 
Lions Press Box sponsored by the De¬ 
troit region Plymouth Dealers Adver¬ 
tising Association through N. W. Ayer, 
and a postgame scores and highlight 
show, sponsored by Packer Pontiac 
through MacManus, John and Adams 
will be heard only on wjr. Bob Rey¬ 
nolds and Bruce Martyn will broadcast 
the league games and Van Patrick and 
Russ Thomas will describe the TV 
games over wjbk-tv. Messrs. Patrick 
and Reynolds will do the preseason 
games on radio. 

Green Bay Packers ■ Wtmj Milwau¬ 
kee is feeding a six-station regional net¬ 
work the 19-game exhibition and regu¬ 
lar season schedule. The network spon¬ 
sors are Thorpe Finance Corp. through 
Klau-Van Pietersom-Dunlap (one-half), 
La Palina Cigars through Compton and 
Employers Mutual of Wausau through 
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J. Walter Thompson (one-quarter each). 
A pregame Packers Preview sponsored 
by Humble Oil through McCann-Erick- 
son and a postgame Packers Score¬ 
board sponsored by Delco Battery Di¬ 
vision of General Motors through 
Campbell-Ewald will be heard only on 
wtmj. Play-by-play will be handled 
on radio by Ted Moore and on TV 
over wbay-tv Green Bay by Ray Scott 
and Tony Canadeo. 

Los Angeles Rams ■ Km pc Los An¬ 
geles is feeding the Rams schedule to a 
four-state 17-station network, which in¬ 
cludes Hawaii. Sponsors of the games 
and pre-and-post-game shows have 
bought the full network. Purchasing 
one quarter of the games are Folgers 
Coffee through Fletcher Richards, Cal¬ 
kins & Holden; Corina Cigars through 
Edward Weiss; Burgermeister Beer 
through Post-Keyes-Gardner, and Stand¬ 
ard Oil of California through BBDO. 
Sponsors on pregame and postgame pro¬ 


SNI active in football 

Sports Network Inc., New 
York, will televise 10 preseason 
National Football League games 
and two regular games, both 
Saturday night contests which are 
not being carried by CBS-TV. 
SNI will handle special radio net¬ 
works for five NFL teams and 
one in the American Football 
League. 

A half-hour filmed show, Big 
Ten Football Highlights, is being 
produced for midwestern stations 
and SNI anticipates coverage of 
some closed circuit or pay TV 
college games. 


grams are Sun City, Ariz., through the 
Garland Agency and Bonanza Airlines 
through Hal Stebbins Inc. The five ex¬ 
hibition games will be seen on kttv(tv) 
Los Angeles; one live and the remainder 
taped for delayed broadcast. The kttv 
games are sponsored by Ford Dealers of 
Southern California and Liggett & 
Myers, both through J. Walter Thomp¬ 
son; Northwestern Mutual of Seattle 
through Miller, Mackay, Hoeck & Har- 
tung; and Kellogg through Leo Bur¬ 
nett. Dick Schad will announce them. 
The regular season games will be seen 
on knxt(tv) Los Angeles. Bill Keene 
and Don Paul will do Pro Football Pre¬ 
view before and Extra Point after the 
Rams games. The 15-minute pregame 
show will be sponsored by Hamilton 
Watch through N. W. Ayer, Carters 
Products through Sullivan, Staufer, Col¬ 
well & Bayles and Bristol Myers 
through Dohertv, Clifford, Shenfield 
& Steers. Bob Kelly will handle radio 
and TV play-by-play and will be as¬ 
sisted on radio by Bill Brundige and 
Steve Bailey and on television by Gil 
Stratton. 

Minnesota Vikings ■ Wcco Minne¬ 
apolis will feed the 14 regular season 
games of the Vikings to a 28-station re¬ 
gional network. The network is set up 
by North Star Features of Minneapolis, 
an independent packager, and games on 
the network stations are sold locally. 
On wcco the games are sponsored bv 
Minneapolis Federal Savings and Loan 
through M. R. Bolin (one-half), Fels 
Naptha through S. E? Zubrow, and 
Northwest Ford Dealers Association 
through J. Walter Thompson (one- 
quarter each). Warmup and scoreboard 
programs on wcco are not yet sold. 
Dick Enroth and Paul Giel will broad¬ 
cast the games and Herb Carneal and 
Clayton Tonnemaker will do the games 
on wcco-tv. 

New York Giants ■ The Giants 
through wkew New York and the 
Northeast Radio Network division of 
Ivy Broadcasting Co., Ithaca N. Y., are 
currently boasting one of the largest ra¬ 
dio networks in professional football. 
Fifty-three stations in New York, Penn¬ 
sylvania and New England, including 
the Yankee Network, are carrying the 
Giants exhibition games. Several ad¬ 
ditional stations are expected to be 
added for the 14-game league sched¬ 
ule. The radio package including a 25- 
minute Pro Football Preview (pregame) 
and a 15-minute Locker Room Report 
(postgame) is being produced by 
wnew for broadcast beyond the New 
York City area for the first time in the 
station’s three-year contract with the 
Giants. This is the last year of the 
contract. The station lineup includes 
four 50-kw stations: wnew, wtic Hart¬ 
ford, Conn., wnac Boston and wgy 
Schenectady, N. Y. 

On wkew the games are sponsored 
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by Howard Clothes through Mogul, 
Williams & Saylor; A&P Food Stores 
through Gardner Advertising; Ballan- 
tine Beer through William Esty, and 
Liggett & Myers through L Walter 
Thompson* Ballantine has bought par¬ 
ticipations on the network. The pre- 
game and postgame shows handled by 
Kyle Rote are sponsored by Emerson 
Radio Associates through Robert White- 
hill and Schick Shaver Repair Shops 
through Norman, Craig & Kummel. 
Announcers on the games will be Marty 
Glickman, Joe Hasel and A1 DeRogatis. 

The Giants' TV schedule which will 
be carried by wcbs-tv will be broad¬ 
cast by Chris Schenkel and Pat Sum- 
merall. A one-hour special on wor-tv # 
The New York Football Giants Pre¬ 
view i 1963, will be shown on Saturday, 
Sept. 14, the eve of the team’s first reg¬ 
ular season game. It will be narrated 
by Mr. Schenkel, 

Philadelphia Eagles ■ Wcau Philadel¬ 
phia is originating the Eagles games 
for an 11-station network in Pennsyl¬ 
vania and Delaware. Nationwide In¬ 
surance through Ben Sackheim and 
Carling Brewing Co. through Lang, 
Fisher & Stashower have each bought 
one-quarter of the games on the net¬ 
work. The remaining half is sold lo¬ 
cally. Bill Campbell and Tom Brook¬ 
shire will do the radio coverage and 
Jack Whitaker and Bosh Pritchard will 
do TV action and color for wcau-tv. 

Pittsburgh Steelers ■ Wwsw Pitts¬ 
burgh and a 40-station, four-state net¬ 
work are carrying the Steelers games. 


Hamilton Watch Co. of Lancaster, 
Pa., a long-time user of magazine ad¬ 
vertising, makes its first network televi¬ 
sion buy this fall with a partial spon¬ 
sorship of CBS-TV’s Pro Football Kick¬ 
off , a 15-minute broadcast preceding 
the National Football League Game of 
the Week each Sunday. 

The broadcast, featuring former New 
York Giant player Kyle Rote, begins 
Sept. 15 and runs for 14 weeks through 
the regular NFL season, and is currently 
cleared on more than 175 CBS-TV 
stations. 

In addition, the Hamilton Co. has 
purchased adjacencies to pro football 
telecasts in areas where no pregame 
broadcasts will be carried. 

Estimated cost of the venture is al¬ 
most $200,000, with the order being 
placed through N. W. Ayer, Philadel¬ 
phia. 

Hamilton’s last television excursion 
came in 1952-53, with the 26-week 
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Carling Brewing Co. through Lang, 
Fisher & Stashower and Phillies Cigars 
through Wermen & Schorr, Philadel¬ 
phia, have each bought one-quarter. The 
remaining half is still open. Joe Tucker 
will do the play-by-play on both radio 
and TV (kdka-tv) with Jack Fleming 
doing color on radio and John Sauer 
on television. 

San Francisco 49ers ■ Ksfo and 23 
stations of the Golden West Radio Net¬ 
work are presenting the 49ers contests. 
One-quarter sponsors of the games are 
Standard Oil of California through 
BBDO; Burgermeister Beer through 
Post-Keyes-Gardner; Chrysler-Plymouth 
Dealers through Young and Rubicam 
and N. W. Ayer, and Corina Cigars 
through Edward Weiss. The pregame 
Clubhouse is sponsored by Bay Area 
Chrysler Dealers through Y&R and the 
postgame program is sponsored by Ar¬ 
mour & Co. through Y&R. Bob Fouts 
will do radio-TV play-by-play with Lon 
Simmons and Russ Hodges on radio 
and Gordon Soltau on kpix(tv). 

St. Louis Cardinals ■ Kmox St. Louis 
is feeding a regional network of more 
than 40 stations with sponsorship by 
Falstaff Brewing Co, through Dancer- 
Fitzgerald-Sample and Household Fi¬ 
nance placed direct, each one-half. A 
local pregame show is not fed to the 
network. J. C. Politz and Jim Butler 
are broadcasting the games. 

Kmox, which is carrying the Card¬ 
inals games, is presenting the four ex¬ 
hibition games on tape. Falstaff is part 


sponsorship of a Stuart Reynolds-pro¬ 
duced variety show titled Your Jeweler's 
Showcase , on a local basis only. 

Since that time, the company has 
limited its advertising to a “mixture of 
mass and class magazines,” according to 
Hamilton Watch’s advertising manager, 
E. L. Jones. 

The pro football buy, he indicated, 
however, fits into the company’s market 
profile, as well as its marketing time 
schedule. 

“Our big sales push is normally from 
mid-September till Christmas, and the 
pro football schedule fits those plans 
perfectly. 

“In addition, our buy stems from the 
appreciation that pro football is a 
booming thing, and the pro football fan 
of today fits our market profile. He’s 
the kind of fellow who’s going to shell 
out $60 a year for a season’s ticket, and 
not the guy who sits out in the bleachers 
eating peanuts.” 


sponsor of these preseason telecasts. 
Jack Drees and Bill Fischer are heard 
on the TV coverage. 

Washington Redskins ■ A 50-station 
network stretching from Maryland to 
Florida will hear the Redskins games 
originated by wwdc-am-fm Washing¬ 
ton, The previous high for Washington 
games was a 14-station lineup. The 
new network is part of Empire Sports 
Network, Buffalo, which is supplying 
stations with a pregame and postgame 
show. National Brewing Co. through 
W. B. Doner is sponsoring one-quarter 
on the full network. The remaining 
sponsorship is sold locally. A pregame 
show, Redskins Preview , and a postgame 
show, both with Bob Will on wwdc, is 
sponsored by Phillies Cigars through 
Wermen & Schorr. The station also car¬ 
ries a pregame show with Bobby 
Mitchell of the Redskins and a locker 
room show following the wrapup with 
Redskins’ head coach Bill McPeak. Ex¬ 
hibition games are sponsored locally. 
Bill McColgan and Morrie Siegel will 
broadcast the regular season games. 

Wtop-tv Washington, which is carry¬ 
ing the Redskins games, also is telecast¬ 
ing two exhibition games. Sponsors in¬ 
clude Consolidated Cigar through 
Papert, Koenig, Lois and National 
Brewing, each one-quarter, Colgate-Pal¬ 
molive through Ted Bates, and Safeway 
Stores handled direct, one-eighth each. 
One-quarter is still open. 

The same sponsors will also back 
the Redskins regular season game with 
Los Angeles on Saturday, Sept. 21. The 
game, which is not being carried by 
CBS, will be fed to wtop-tv through 
Sports Network at 11:15 p.m. EDT 
and an edited version will be shown 
the following morning at 11 a.m. Broad¬ 
casting the TV games will be Jim Gib¬ 
bons and Eddie Gallaher. 

American League 

Boston Patriots ■ Weei Boston be¬ 
gins a three-year contract with the Pa¬ 
triots and will feed a 10-station New 
England network. Sponsors are Zayre 
Department Stores through Bo Bern¬ 
stein, Providence; Lincoln-Mercury 
Dealers of New England through Ken¬ 
yon & Eckhardt, and Schaefer Brew¬ 
ing Co. through BBDO. Bob Gallagher 
and Fred Cusick will do the games. 
AFL games will be on wnac-tv Bos¬ 
ton. 

Buffalo Bills ■ Wben Buffalo and a 
seven-station network in Pennsylvania 
and New York are carrying the Bills 
games. Iroquois Brewery division of 
International Breweries through Marcus 
Advertising, Cleveland, has purchased 
one-half of the games on the full net¬ 
work. The remaining half is sold lo¬ 
cally. Van Miller and Ralph Hubbell 
are broadcasting the games. Wkbw-tv 
Buffalo will show the AFL games. 

Denver Broncos ■ The Broncos, which 
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HAMILTON WILL COURT THE PRO FAN 

Watch company returns to TV after 10 years 



. .. where more than 350,000 Georgians cheered! Air Force jets 
flew overhead as 30 floats, 20 bands, countless marching units 
and nationally known stars paraded down Peachtree Street in 
WSB-TV* s 3rd Annual Fourth of July Parade. Thousands more 
watched on television. WSB-TV is proud to be the host when a 
great city celebrates Independence Day. 

WSB-TV 

Channel 2 Atlanta 

Iff 

NBC affiliate. Associated with WSOC-AM-FM-TV, Charlotte; 

IpF WH10-AM-FM-TV, Dayton; WiOD-AM-FM, Miami. 
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FOOTBALL KING AT TV BOX 

operated without a radio network last 
year, have a 15-station lineup for the 
current season fed by kbtr Denver. 
Sponsors for one-quarter each are Site 
Oil Co. through Weintraub & Associ¬ 
ates, St. Louis; Rainbo Bread through 
Ekberg, DeGrofft & Hunter, Denver; 
Johnny Haas Mercury through Boccard- 
Nordeen, Denver, and Ward Terry 
through Marshall Robertson Advertis¬ 
ing, Denver. Pregame Warmup and 
Post Game Feature are both locally 
sponsored. Lee Harris and A1 Heifer 
will do play-by-play and color, kbtv 
(tv) will originate six Bronco games 
for ABC-TV and take the 11 games 
fed by the network. 

Koa-tv Denver is presenting a one- 
hour Bronco Highlights in color on 
Saturdays following the Bronco’s Sun¬ 
day games. The program, featuring 
same footage and interviews, is narrated 
by John Henry. They began Aug. 10 
and will continue to Dec. 22. On Jan. 
18 the programs will return as winter 
reruns. 

Houston Oilers • Kxvz Houston orig¬ 
inates the 19-game Oilers schedule on a 
10-station regional network. Hamm’s 
Beer through Campbell-Mithun has full 
sponsorship of the games. Frank Fal¬ 
lon and A1 Jamieson broadcast the 
games. Ktrk-tv Houston will originate 
Houston games for ABC-TV and take 
the AFL television schedule. 

Kansas City Chiefs ■ The newest 
team in professional football, havine 
moved from Dallas, the Chiefs will be 
heard on 27 stations in Kansas, Okla¬ 
homa, Nebraska, Iowa and Missouri 
fed bv kcmo Kansas City, Mo. Two 
exhibition games and the 14-game reg¬ 
ular schedule will be broadcast with 
three a waiters sold. Quarter sponsors 
are Schlitz Beer through Leo Burnett. 
Chrysler Corp. through Young & Rubi- 
cam, and Interstate Securities through 
Rogers and Smith, Kansas City. Pre- 
game and posteame shows on the net¬ 
work are sponsored bv Businessmen’s 
Assurance Co. through PotU-Woodburv, 
Kansas City, and the local Coca-Cola 
bottlers. Merle Harmon and Bill Grigs¬ 
by will broadcast the games and kmbc- 
tv will televise the network schedule. 

New York Jets ■ Arrangements for 
radio coverage of the Jets had not been 
completed by last Thursday (Aug. 15). 
Wabc-tv New York will show the AFL 
games. 

Oakland Raiders ■ The Raiders which 
was the doormat of the AFL western 
division the past two years is having its 
games broadcast on a new station this 
season. Kdia Oakland will air the 
games and there is no network. The 
games are being sold on a participation 
basis. Bob Blum will be the announcer. 


OFFICE continued 

Kgo-tv San Francisco will carry the 
televised AFL games. 

San Diego Chargers ■ Kfmb San Di¬ 
ego is feeding the Chargers schedule to 
a network of about a dozen stations. A 
15-minute pregame warmup and 15- 
minute postgame wrapup are part of a 
network package which is being spon- 
* sored by Union Oil of California 
through Smock, Debnam & Waddell, 
Los Angeles and Home Federal Sav¬ 
ings and Loan Association of San Diego 
through Lane-Huff Advertising, San 
Diego. Lyle Bond and Lute Mason will 
handle the broadcasts. Xbtv(tv) Tia- 
juana, Mexico, will televise the AFL 
games on ABC-TV. 

American Oil steady 
football sponsor 

The American Oil Company market¬ 
ing division of Standard Oil of Indiana 
through D'Arcy Advertising, Chicago, 
has been a major sponsor of football 
in radio and television for many years 
but slowly has been swinging emphasis 
from radio to TV. This year radio 
sponsorship is limited to the Chicago 
Bears on wgn Chicago, reported earlier. 

American Oil will sponsor televised 
games of nine National Football League 
teams on a 148-station CBS-TV net¬ 
work during the season beginning Sept. 
15 and will also sponsor the National 
Football League championship game 
Dec. 29 on NBC-TV, as well as the 


Big Eight asked 
to delete radio fees 

Thad M. Sandstrom, general man¬ 
ager of wibw-am-fm-tv Topeka, Kan., 
has suggested that the Big Eight Con¬ 
ference eliminate radio origination fees 
for its football contests. 

In a letter to Wayne Duke, executive 
director of the conference, Mr. Sand¬ 
strom said he understood that the 
schools are “somewhat concerned about 
the effect the advent of professional 
football in Kansas City may have on 
attendance at football games” of the 
Big Eight. The Kansas City (Mo.) 
Chiefs recently moved to the city from 
Dallas (where its team name was the 
Texans). Mr. Sandstrom’s letter noted 
that the fees have long been opposed 
by Kansas State University and Kansas 
University, and suggested that the con¬ 
ference re-evaluate the stand of the 
schools. 


NFL play-off game Jan. 5 on CBS-TV. 

American Oil also will partially spon¬ 
sor the Cleveland-Pittsburgh game at 
Cleveland Oct. 5 over a special Sports 
Network Inc. hookup. American Oil 
shares sponsorship of the Baltimore 
Colts and Washington Redskins games 
over a 44-station regional CBS-TV net¬ 
work in the Southeast; the Chicago 
Bears over a 41-station regional CBS- 
TV network in the Midwest, and the 
St. Louis Cardinals over a 29-station 
regional CBS-TV network in that area. 
American Oil also is picking up spon¬ 
sorships on smaller regional CBS-TV 
networks for games played by the 
Green Bay Packers, the Minnesota 
Vikings, the New York. Giants, the 
Pittsburgh Steelers and the Cleveland 
Browns. 

American Oil has sponsored the 
Washington Redskins on radio or TV 
for 19 years and Chicago Bear games 
for 16 years. 

CBS-TV tells WPSD-TV 
it’s bound by NFL pact 

Sorry, CBS said last week to wpsd-tv 
Paducah, Ky., which has been com¬ 
plaining to the FCC and the Depart¬ 
ment of Justice because it is not al¬ 
lowed to telecast the St. Louis Cardinal 
pro football home games (Broadcast¬ 
ing, Aug. 12, July 15, 8), but we’re just 
abiding by our contract with the Na¬ 
tional Football League and really can’t 
do a thing about it. 

The network in an Aug. 14 letter to 
the FCC—which had forwarded the 
wpsd-tv complaint for comment— 
pointed out that its contract with NFL 
permitted each club to blackout its 
home games within an area of 75 miles 
from the stadium in which the game is 
played. 

Although Paducah is 135 miles from 
St. Louis, CBS pointed out, there is 
“substantial” penetration of the Ken¬ 
tucky TV station’s signal within a 
75-mile radius of St. Louis. This is 
true also of the signal of kfvs-tv Cape 
Girardeau, Mo., a CBS affiliate, which 
technically is 85 miles away, the 
network added. The so-called 75-mile 
rule is part of the 1953 consent order 
involving the NFL, the network pointed 
out, and presumably has the blessing 
of Congress because this was not 
changed when Congress passed Public 
Law 87-333 permitting TV package 
sales of rights. 

Although CBS does not support pro¬ 
graming blackouts such as this, the 
network said, it recognizes that there 
may be an economic requirement for 
them. If the Cardinals can be per¬ 
suaded to waive the blackout, CBS 
said, it intends to seek permission for 
its own affiliate in Cape Girardeau to 
carry the games. 
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